
CAMPAIGN
OBJECTIVE

Positive visibility. Authenticity. Purpose.

Tangible actions that contribute to a

better society.

The campaign aimed to highlight greater

purpose, authenticity, and meaningful

actions supporting the Johnnie Walker

brand and broader societal sustainability

by supporting its ESG targets. 

We wanted it to positively impact the

well-being of people and the

environment, rooted in the brand's

sustainability principles.

In Estonia, the amount of municipal waste

generated per capita is lower than the

European Union average, but when it comes to

recycling municipal waste, Estonia falls behind

the EU average. By 2035, EU member states

are expected to reach a recycling rate of 65%,

but in Estonia, the rate is currently only 33%.

Although Estonia’s municipal waste recycling

rate has slightly improved, it still has not

reached the desired level and remains below

the EU targets — 55% by 2025 and 65% by

2035. On average, 48% of waste is recycled

across the European Union.

Goal: Get more households to sort packages

and waste, reduce the proportion of waste, and

increase motivation for sorting and waste

management.

Packaging and waste – a core ESG

focus for Johnnie Walker.

FOCUS AREAS KEY THEME

PROBLEM WE FACE



We created a special sound-recording glass class-

package container that travelled around the city

and encouraged people to bring their empty bottles

and cans to this container.

Later, we turn these recorded sounds into a hit song

with the help of a well-known Estonian electronic

music artist, emphasising the importance of sorting

waste and caring for nature.

CAMPAIGN SUMMARY
Johnnie Walker is as passionate about package reduction.

We’ve already eliminated unnecessary packaging from

our Red Label and Black Label products, but let’s go

beyond recycling dreams... 

Let’s recycle the sound of glass being recycled!



Throughout the campaign period, we used different PR methods to raise awareness.

Raise awareness and activate through positive examples.

Involve more people in sorting packages daily, and reduce the amount of waste. Bring role

models and activate communication through SoMe and IM marketing. 

Increase awareness. Engage more people in daily waste

sorting and reducing the amount of waste: CTA news

and statistical news from the EU and Estonia,

inspirational activities – individual level

Collaboration with stakeholders: Pakendiringlus, 

VTO, Ülemiste City, Telliskivi TLN – group level

Help the state and local governments achieve waste

management goals and improve Estonia’s position 

in EU statistics – societal level

Social media campaign page on Instagram 

with a community activation, #walkwithus

Active CTA content and raising awareness through influencer marketing.

PR AND MEDIA

SOCIAL MEDIA



RESULTS
The campaign received extensive and

diverse media coverage across Estonian and

Russian-language platforms, significantly

raising public awareness about waste

sorting and packaging recycling, especially

focusing on glass. Coverage ranged from

environmental portals to mainstream news,

lifestyle media, and television, indicating

strong cross-audience reach.

Awareness-building phase started with thought leadership

pieces on Rohegeenius and Bioneer, setting the societal

context by highlighting Estonia’s lag behind the EU average in

waste recycling.

The official campaign launch and innovative container

installation generated widespread media interest. Stories

appeared in Postimees Rus, Delfi Bublik, Rohegeenius,

Bioneer, and several niche outlets like Sky.ee, Business-M,

GoodNews, and Gloss, emphasizing the creative concept of

sound-recording containers and the emotional link between

recycling and music.

Exclusive educational content on glass sorting practices

was featured in Anne & Stiil and Bioneer, helping to inform

consumers on why glass should be separated from other

materials.

Four TV coverage added a strong visual and emotional

component: ERR Horisont and Kanal 2 Õhtu! showcased the

music experiment with Raul Ojamaa, and TV3 News and

Telehommik contributed further to visibility among broad

audiences.

The campaign’s closing phase, featuring the music track

created from the sound of recycling glass, brought renewed

attention and emotional closure to the campaign's story.

Coverage appeared in ERR Kultuur, Sky, Muusikaplaneet,

Bioneer, GoodNews, and again across Delfi Bublik, Business-

M, and Gloss.

The audience size of the media coverage is approximately

533,000 people, whom we were potentially able to reach

through our campaign activities.

 MEDIA HIGHLIGHTS

LISTEN HERE

https://youtu.be/WyrpbiTE8OM?si=sof5xjmWdTXe1Fgq




SPECIAL FOCUS ON TV
AS THE MEDIUM WITH
THE BIGGEST REACH



IN ADDITION TO SPREADING THE MESSAGES IN STAKEHOLDERS’S
OWNED CHANNELS, WE ENGAGED COMPANIES THAT SHARE THE SAME
GOALS TO AMPLIFY THE CAMPAIGN’S COMMUNICATION AND IMPACT.
FOR EXAMPLE, EXPERTS FROM ÜLEMISTE CITY, TELLISKIVI TLN, TVO,
AND THE ESTONIAN CIRCULAR ECONOMY PLATFORM PARTICIPATED AS
SPOKESPERSONS IN VARIOUS INTERVIEWS, STRENGTHENING THE
CREDIBILITY AND REACH OF THE CAMPAIGN MESSAGES.

COLLABORATION ROOTED IN A
SHARED BELIEF IN THE MESSAGE





We set up an Instagram account to

serve as the campaign's landing

page. The glass container installed in

public spaces directed people to the

account, offering them the

opportunity to learn more about the

campaign’s purpose and goals.

The account featured a mix of

content:

– informative posts about why the

campaign was created,

– practical tips on sorting glass,

– and behind-the-scenes insights

into the creation of the campaign’s

signature track.

– collaboration with an influencer.

Total views in campaign period:

130,454, with 91.5% driven by paid ads

 → Reached a broad audience through

targeted promotion

Accounts reached 51,585 unique users

By content type:

Reels – 49.3% of total views (most

effective format)

Stories & Posts – 25.4% each

Top performing content:

“Why does this glass container record

sound?” – 32K views

“How to sort glass packaging?” – 26K

views

 → Striking visuals + curiosity-based

messaging = strong results

Profile activity: 1,895 profile visits 

INSTAGRAM
HIGHLIGHTS


